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In the past few years, the Internet economy has got a dramatic development and
created a lot of rich legends, meanwhile, the business models of these super
companies have also come into public notice. The vigorous development of the
Internet companies mostly relies on their huge user bases that bring externalities.
The feature of bit products provides possibilities of the free strategy for Internet
products. And the free strategy is the best weapon to obtain a large number of
users. Among the free Internet products, free video software as an emerging
force also has a good performance in recent years with a market scale of 23.97
billion RMB. Therefore, the study of free video software has a certain reference
value for the Internet free market.
Free Video Software as a special bit products has its core quality: network
externalities. The free products have various profit patterns, and free video
software gets profit mainly through the online advertising for the third-party
stakeholders and promoting their charge members. Because its profitable way
has special dependence on advertising, this study introduced the constructs of
Offended by Advertising and Attitude toward Advertising in General in the model
and bringed in the network externalities in accordance with the characteristics of
bit products, then on the basis of ECM-IT model’s core construct Perceived
usefulness, with using the habit formation perspective, finally established the
Continued Use Intention model of free video software.
  After the empirical analysis, we draw the following three conclusions: Firstly,
Perceived usefulness, Network Externalities and Habits have a significant positive
impact on the Continued Use Intention, and consumers’ Offended by Advertising
has no significant influence on the Continued Use Intention; Secondly, Habit plays
an intermediary role in the influencing process of Perceived usefulness, Network













Advertising in General plays a regulatory role when Perceived usefulness is
influencing Continued Use Intention; These conclusions provide a reasonable
theoretical support for the widespread profit way of free video software vendors
by making money through advertising at the present stage.
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